ABSTRACT--The growth of business performance of courier service industry in Indonesia in the last five years are stagnant. Sales performance target is still difficult to achieve and profit growth is relatively small. This study aims to explore the data and information regarding the effect 
INTRODUCTION

Research Background
Indonesia has great opportunities for logistics service providers because most business segments have shown significant revenue growth in recent years. In addition, the growth of exports of goods and services in Indonesia, which had increased approximately 9.7 to 10.8 percent in 2011, was also considered to be one of the driving factors of growth within the logistics and transportation industry in Indonesia [1] . The most needed type of logistics services is the Express and Courier Service, as many as 90% compared to other logistics services, namely: air shipments of 60%, 55%, transportation, shipping. by sea 55%, freight forwarding 45% and warehousing and distribution as of 45% [2] . Booz & Co [3] stated in 2009, market size of couriers was detected as much as 10, 4 trillion USD, which was participated by courier players namely Tiki by 14.4%, PT Pos Indonesia by 13.5%, 6% by JNE and the other players take control of the rest 66.1%. Thus, the competition of market share among the local, regional and even global is considerably fierce. But the growth of business performance of courier industry in the last five years tend to stagnate. The percentage of sales performance target has been still difficult to achieve, however the achievement of profit target in the last two years tend to increase, albeit relatively weak. The optimal business performance will be achieved if the company had a high growth of sales and profitability [4] .
The low business performance in the courier industry, allegedly was due to the weaknesses in Value Creation. This is in effect of the products tend to not fully meet the demands of the market non-optimal creation of unique competitive product, and difficulty in creating non-imitable innovative products. The companies have not been able to establish a good cooperation with the numerous stakeholders, and also unfit to anticipate the changes in the business environment. Meanwhile, the creation of value has three important steps, which are: creating benefits for customers, having a business domain, and establishing appropriate partnerships with various stakeholders [5] The unsolved problems stem from the management's disability in fully developing their company's Absorptive Capability [6] Tsai; Chuang; Chen described Absorptive Capability as "a firm's general ability to evaluate, assimilate, and utilize outside knowledge for commercial ends". The lack thereof is caused by the tendency of management failing to not be able to optimally take into consideration the conditions and circumstances of the company's business. Furthermore, the companies have also unable to fully consider a strategic orientation as a basis for the development of Absorptive Capability.
The courier companies have also been unable to develop their Company Resources, the resources in which the companies draw on to conduct their business activities. Their ineffectiveness is indicated by the weaknesses and insufficiencies in their tangible asset (i.e. working capital and technology). Additionally, their intangible asset, specifically in this instance, corporate reputation also faces a problem. Compared to companies abroad, their companies pale in comparison in the perception of their stakeholders. They also have a shortcoming in developing organizational capability to manage corporate culture, in which will directly influence business performance. According to Wheelen & Hunger) [7] , Resources are an organization's assets and are thus the basic building block of organization. They include tangible assets (i.e. plants, equipment, finances, and location); human assets (i.e. in terms of the number of employees, their skill and motivation); and intangible assets, (i.e. technological patents and copyrights, culture and reputation.)
Based on the statements above, it is important to analyze Company Resources and Absorptive Capability on Value Creation and the implication to the Business Performance in the courier services industry in Indonesia.
Literature Review
Company Resources are classified into three categories; physical resources, human resources, and organizational resources [8] . Wheelen and Hunger [7] stated that resources are an organization's assets and are thus the basic building blocks of the organization. They include tangible assets (i.e. plants: equipments, finances, and location); human assets (i.e. in terms of the number of employees, their skill and motivation); and intangible assets, (i.e. technological patents and copyrights, culture and reputation.)
Accoding to Tsai [6] "Absorptive Capability refers to the capability of a business to manage knowledge for customers, that is, the ability to acquire, transfer, update, renew, and apply customer knowledge. Absorptive Capability is extremely helpful for innovation [9] defined Absorptive Capability as the capability of a business to understand external information value, and to apply it for business innovation".
Weng and Huang 10]
"Absorptive Capability refers to one of a firm's fundamental learning processes: its ability to identify, assimilate, and exploit knowledge from the environment [9] . Four different but complementary capabilities that compose an organizational Absorptive Capability include acquisition, assimilation, transformation, and exploitation [11] . Tsai; Chuang; Chen [12] as pointed out " A widely accepted definition of Absorptive Capability proposed by [9] equates it with a firm's general ability to evaluate, assimilate, and utilize outside knowledge for commercial ends".
Value Creation as follow:
"to exploit a value opportunity, the company needs value-creation skills. Marketers need to: identify new customer benefits from the customer's view; utilize core competencies from its business domain; and select and manage business partners from its collaborative networks. To craft new customer benefits, marketers must understand what the customer thinks about, wants, does, and worries about. Marketers must also observe who customers admire, who they interact with and who influences them" [13] . Customer value creation focus on their customer, its core competency on business domain, and its collaborative network on business partners [14] . Business Performances are indicator of how well does organization accomplish its goals [15, 16] ". Hubbard & Beamish [17] , measure performance through marketing and financial performance.
Research Objectives
To analyze the influence of Company Resources and Absorptive Capability on Value Creation and the implication to Business Performance in the courier service industry in Indonesia.
II. RESEARCH METHODS
Methods
The method used in this paper were descriptive and explanatory survey. The objective of descriptive survey was to acquire an overview of the characteristics of each variable, while on the explanatory survey, basically was used to test the truth of a hypothesis that has been conducted through data collection in the field. The unit of analysis were fifty courier service providers in Indonesia. Time horizon was cross-sectional, where the study was conducted at a single period of time simultaneously.
Sample Determination Technique
The sampling method used stratified random sampling that is a sampling method which divide the population into groups that is in this case divided by geographic area. The sample chosen is fifty courier service provider companies in some region in Indonesia.
Hypothesis testing Design
Due to the research objectives and the limitation of sample amount, then, analysis design use PLS (Partial least Square) that show whether the Company Resources and Absorptive Capability influences Value Creation and its implication on Business Performance in the courier service industry, can be showed from the structural model equation component or variance (PLS).
III. DISCUSSION
In this section, we will discuss verificative analysis through Partial Least Square (PLS). Before discussion, analysis of the two models are conducted, there are: the structural model and measurement model.
A. Analysis of Measurement Model
Measurement Model uses Second order. All dimensions used to measure these variables has a value of loading factor greater than 0.50, and each dimension generates Composite reliability values greater than 0.700, so the four dimensions can be concluded as reliable.
The result of the measurement analysis showed that the most dominant dimension measured within the Company Resources variable is the "Tangible Asset" with loading factor 1,00, followed by "Intangible Asset". While in the measurement analysis of Absorptive Capability variable, the most dominant dimension measured was "Application", with loading factor 0.935, followed by "Evaluation". Lastly, the result of Value Creation variable measurement analysis shows that the most dominant dimension was "Business partner" with loading factor 0.977, followed by "Business domain" and "Customer Benefit".
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B.
Analysis of Structural Model (Inner Model)
After the Outer Model was proven valid and reliable, the structural model was tested (Inner model). Here is the value of R-Square on the construct: Structural Model on PLS evaluated using Goodness of Fit model, which shows the difference between the observed values and the values predicted by the model. 
C. Hypothesis testing
The hypotheses tested are: The first hypothesis is to examine the influence of Company Resources and Absorptive Capability (ACAP) on Value Creation (VC) in the courier service industry in Indonesia. Partial testing showed that Value Creation has a significant influence on Business Performance (t statistics > 2.01).
Conclusively, to increase business performance, the courier service industry in Indonesia have to improve its value creation. Value creation mainly formed by business partner, followed by customer benefit, and business domain. To improve Value Creation, included mainly of improving Absorptive Capability that is supported by the improvement of Company Resources. There is a significant influence of Absorptive Capability on Value Creation. It shows the need of the application of knowledge to further improve service to customers. This can be done by improving the ability of the company in the implementation of the development of knowledge-oriented and goal-oriented business processes. The application of knowledge needs to be supported with increasing knowledge evaluation. It can be done by improving the company's ability to develop employee conceptual and operational knowledge evaluation program, and then supported by improving the acquisition of knowledge, by increasing the ability of the company to enrich the knowledge that comes from internet, newspapers, magazines, and internal sources. And further supported by an improvement in the application of knowledge transfer, which can be done by increasing the ability of the company to develop education and training programs for the employee and to socialize informal knowledge.
The results of this study shows that a dominant influence of Value Creation on Business Performance, [19] , is also in line with [20] [which showed that customer orientation will Value Creation has a significant influence on business in the courier service industry in Indonesia due to it being the most dominant influence on Business Performance.
